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Introduction
Consumers are daily assaulted by a multitude of stimuli, the vast majority of which are the result of marketing communication activities initiated by organizations operating on the domestic, international or global market. From TV, radio, internet or written media news to brand-driven techniques, everything is reduced to marketing communication, aiming at creating a unitary image of the organization, products and brand, with the ultimate goal of attracting and retaining customers.
The concept of integrated marketing communication, as well as the concept of integrated marketing, should be seen as being inter-correlated, while marketing communication is just one of the activities in the field of marketing.
Hugh Davidson (1997) pertinently captures the evolution of the concept of marketing from the departmental approach to the integrated approach, a method that requires all components of a business to be combined and analyzed in their synergy so that the value provided to the customer is clearly superior and at a minimal cost (Table  1) .
Starting from this integrated marketing approach, it can be said that regardless of the form of communication chosen by the organization, the goal is to convey a clear and unitary message, intended for a well-defined audience, in the most efficient manner (Brannan, 1998) .
Table1: Main diffrences between departmental and integrated marketing aproaches
The departmental approach
The integrated approach What is the difference between promotion and marketing communication? The answer is obvious: the promotion implies the development of a "whole set of activities with extremely diverse objectives and means of action, including careful informing of potential consumers and intermediaries, specific actions to influence purchasing and consumption behaviors, to support the sales process" (Balaure et al., 1994) .
Therefore, if the promotional activity is generally discontinuous, relying on a time-driven effort over a period of time (generally during company-initiated campaigns), marketing communication is characterized by communication techniques that can be appreciated as continuous (the brand, for example), which leads to the idea that the relationship between promotion and marketing communication is inclusive (Popescu, 2002) .
Although the concept of integrated marketing communication has recorded a spectacular evolution since the last decades of the 20 th century until now, it cannot be said that there is consensus or unanimity in what regards the approaches encountered in the literature. Regardless of the campaigns an organization might carry out or of the messages it sends to the target audience, all elements must be subordinated to the understanding of the so-called "hierarchy of communication effects" (Figure 1 ).
Figure1. The hierarchy of marketing communication effects
actual and potential consumers so that all contact with the organization, product and brand be transformed into a future communication opportunity with long-term positive effects for all parties involved.
In order to make a meaningful analysis of the marketing communication process and the effects it generates, it is essential to understand what this process is based on and what the essential components are.
In sum, starting from the approaches of Schramm & Roberts (1971) , Dominick (1990) , and Kotler (1993) , it can be argued that a complex model of the marketing communication process includes only a few of nine components (Figure 2 ).
Figure 2. Components of the marketing comunication process
Source: Tony Yeshin, Integrated Marketing Communications, 1998, p.13. Each component of the marketing communication process is characterized by certain principles that need to be observed in order to optimize communication and the effects generated on the target audience. These can be outlined as follows (Popescu, 2002) :
 the message sender should be perceived as a "strong, attractive, and credible" source of information so that the receiver identifies it and imitates its purchasing behavior for the products / services that are the subject of the campaign;  communication is efficient if the broadcaster knows very well who the receivers are and what their needs and expectations are;  the sender should find the best ways to express the idea to be transmitted through the message so that the receiver can correctly decode and understand the message that has been sent to him. Regarding the message to be transmitted to the receivers, the most important decisions for the success of the campaign relate to the content, structure and form of the message;  the message reaches its target and produces effects on the receiver only if it is transmitted through a suitable communication channel, the options being oriented towards personal and non-personal communication channels;  the response is the receiver's reaction to the message; the relationship between feedback and response is part of the whole; feedback is considered that part of the response that returns to the source of communication. As indicated above, the messages can be conveyed to the target audience by means of communication media (channels), each of which has advantages and disadvantages (Table 2) Regardless of the tools used in the communication sub-mix, the ultimate goal is to maximize the impact on consumers, aiming at creating a long-term profitable relationship for all parties involved.
The influence of integrated marketing communication on consumer behavior
In the current economic context, characterized by fierce competition among the providers who struggle to gain the attention of consumers with continuously diverse heterogeneous needs, integrated marketing communication becomes one of the main means by which sellers, and not only, attempt to induce a favorable attitude on the part of the consumers in what regards the company and its offer.
It is well known that during the purchasing decision process, consumers are looking for information from various sources in an attempt to identify the alternatives existing on the market and to make up the so-called "set of evoked alternatives" from which they will ultimately choose the optimal option. Whether it is an external search for information, from sources such as: personal information sources (relatives, friends, neighbors etc.), marketing sources (advertising, sales promotion etc.), public or experimental sources, or an internal search of information, marketing communication plays a fundamental role in guiding the consumer's decision (Cătoiu & Teodorescu, 2004) .
A very relevant research regarding the consumer confidence in the information disseminated through traditional sources (TV, radio, written media) as well as specific (generally online sources), was published by the European Commission in the Flasheurobarometer study no.464 from February 2018. The survey was conducted in the 28 EU Member States on a sample of 26,576 respondents. From the analysis of the data mentioned above, it can be noticed that the traditional communication media enjoys increased public trust (radio-70%, TV-66%, Written media-63%), compared to online communication media which recorded the highest confidence for the age group 15-24 years (Figure 3) . Another very interesting aspect that constituted an additional objective of this study was the investigation of the ability of European citizens to identify false news and misinformation, two very important elements in shaping the public perception of the credibility of the source of commerce. Thus, at EU level 28, it can be noticed that 37% of the respondents said they are confronted daily with fake news broadcasts through various media channels, 71% of Europeans being convinced that they can identify them as well. Moreover, from the specific analysis of consumer segments, it can be noticed that citizens with a higher education level have declared to a much greater extent that they are confronted with false news daily, being the most confident segment in what concerns their capacity to identify misinformation in communication through various media channels (www.ec.europa.eu).
At the level of Romania, 41% of the respondents stated that they are confronted with misinformation and false news daily, 27% said that this happens at least once a week, and only 16% of the citizens claimed they had rarely or never encountered these issues (Figure 4) . If, traditionally, the first step in the purchasing decision process is to identify the need, followed by the information search and the identification of the alternatives, in the current economic environment characterized by an unprecedented technological revolution, consumers find out about the emergence of new products and services on the market precisely because of marketing communication, which, using various tools in the communication process, succeeds in determining a shift in the succession of the decision-making stages, the consumer being informed about the existence of the product on the market and its performance, a stage that is followed by the awareness of the need for the new product.
The more important he product to the consumer, the broader and deeper the process of searching for information, which implies an appropriate combination of the communication marketing tools which generate the desire to test and finally purchase the product.
In fact, integrated marketing communication must be seen as a systemic process, which involves the consumer's going through a sequence of stages which ends with the desire to make the purchase ( Figure 5) .
Moreover, as the market offers more and more alternatives, leading to the emergence of substitute products, the need of the big brands to differentiate increases, and integrated marketing communication becomes one of the most widely used public awareness instrument informing the consumers about the special performances and the originality of the products. The role of marketers in this approach is to create messages that will succeed in reaching the consumers' emotional or rational attitudes, triggering the purchase decision. In order to run a successful campaign, the organization must clearly know what the perceived image and the desired image among consumers is, which enables the foundation of a communication strategy that takes into account the resources of the organization and its long-term goals (Figure 6) . Furthermore, the marketing communication experts' awareness of the manner in which external stimuli are perceived by consumers, more specifically of the influencing factors that determine the appearance of overt behavior, are of utmost importance in choosing the appropriate communication techniques and transmission channels of the message according to the characteristics of the target audience.
Conclusions
The specialists' preoccupations to integrate the marketing communication process into the strategic approach of the organization have been and will remain topical. Competitive pressure, changes in the manifestations of the consumers' behavior, and the continuous diversification of their needs and expectations orient the effort of the marketers towards the identification of new channels for more effective communication with the target audience, by combining and utilizing integrated instruments of marketing communication. The goal is a proper positioning in the minds of the consumers and the application of a strategy different from that of the competitors.
Seen as a process that can add value to the image of the organization, products or brand, integrated marketing communication remains one of the most visible and easily perceptible tools of marketing activity, aiming to determine favorable changes in consumer behavior with beneficial effects on short, medium and long term for all involved parties.
